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Abstract
In the modern business environment, which is characterized by the market globalization, rapid development and usage of new 
technologies, logistics activities have specific implications on business processes. Authors start from the hypothesis that the 
logistics management and customer service management can create a basis for continuous sustained growth of operating 
incomes, and at the same time it provides their own positive corporate image in the market. The management of logistics 
activities in the function of satisfying the consumer has become one of the most attractive areas of the strategic management in 
the last ten years, therefore, managers seek for strong competitive weapon in the development of own logistic system in order to 
differentiate their offers in comparison to others.
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1. Introduction
In modern business conditions, managers must pay great attention to logistics activities that are best manifested 
through adequate customer service, which attracts new customers and retains old ones, therefore, it directly affects 
the competitive advantage of the company in the market. Customer service is one of the key aspects of the offer to 
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the customer of services, which essentially enables the company to differentiate its offers from competition. The 
main objective of the logistics management is to deliver the right product or service at the right time in the right 
place and in the desired amount, whereby it must always be taken into account and be careful so that the costs of 
organizing and conducting a high-quality customer service do not threat the profitability of the business. On the 
other hand, the main task of the logistics management is to fulfil the function of an adequate customer service, 
primarily by defining goals and policies of the customer service and the implementation of the selected strategy.
In the last decade of the last century, logistics management has become one of the most attractive areas of 
strategic management the world. Top managers of large and medium-sized companies seek for a new and a very 
competitive tool in the logistics domain for differentiating their offers from other major competitors in the market 
[1]. There is no substantial differences in the decisiveness of top managers of companies that the customer service is 
the "golden wire" that represents the connecting link between marketing and logistics, both on domestic and 
international market.
In the literature, there are opinions according to which it is difficult to determine precisely which activities 
belong to the customer service [2]. In that connection Fawcett, McLeish and Ogden present the customer service 
through several definitions that illustrate very well the breadth of the extent of this term, without opting for any of 
these particular visions [3]:
x Customer service is the quality of performances of the distribution system,
x Delivery service represents different dimensions of the implementation of the process of ordering along with the 
sales promotion,
x Customer service means adjusting a part of offers to a specific demand,
x Customer service is a direct result of the connection between sales activities and the delivery process, which 
begins with the order and ends with the delivery, but in some cases it continues with the post-purchase stage of 
the product usage.
When it comes to foreign literature, the essence and the form of the logistic view on the customer service can be 
understood the best in the works of Lambert and Stock. They see the customer service as an output of the logistics 
system of the company which is positioned in the marketing mix. Customer service represents a measure of the 
efficiency of the logistics system in creating time and space value for the product, including after-sales activities of 
the company. According to them, the policy of the customer service is not created just for current customers, but it is 
a process which has the task to attract as many new customers as possible [4]. The level of the customer service is 
directly connected with the market share of the company, with total logistics costs and with the profitability of the 
company as well [5]. This term can be defined as follows: customer service indicates the willingness of 
manufacturers and merchants to deliver the right product at the right time, in an appropriate quantity and at the 
requested place, with acceptable costs - final price of goods. This definition includes all the main items within 
customer service activities: provision of the required quantity of the demanded product at the requested time and 
place. In this way, it represents the output of the system of the marketing logistics, or more precisely, the physical 
distribution of the final products of any company. A well placed customer service and adjusted to market 
requirements, is indeed a product of the entire logistics operations and at the same time a reference through which 
users assess the validity of the entire system of marketing logistics of an enterprise.
2. Logistics through the prism of commercial-distributive understanding of the customer service
Research efforts of a large number of relevant authors in the field of marketing, trade management and logistics 
management, generally, coincide and match. Many authors analyse different problems in similar way. Customer 
service is present in the field of marketing research and the creation of the marketing strategies of a company, but it 
is also more than relevant to the field of distribution and logistics management. Leading theorists in the field of trade 
(and marketing) management, Berman and Evans, point out that the customer service involves in itself a set of 
recognizable, but as a rule, intangible activities undertaken by sellers. In addition, the customer service is seen as a 
supportive activity to basic activities of the company-production or sale of products and/or services [6]. In the highly 
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competitive market of final products, the level of customer service can help firms get new and/or retain old 
customers. Customers require the meeting of their needs in two levels [7]:
x Satisfaction with the product (e.g., purchased car) or service (e.g., rent-a-car), based  which depends on what 
represents a basic activity of the company, and
x Satisfaction with the quality of the customer service - for example, sellers' kindness, knowledge of sales, delivery 
competency, working time, etc.
Therefore, these authors conclude that each business must continuously make some kind of trade-off analysis of 
the customer service, as the second most important product segment.
Mason, Ezell and Mayer in their book indicate that the term customer service usually means a payment method, 
billing and checking the creditworthiness of customers and manage customers’ complaints [8]. Putting all types of 
services that are offered to customers in strategic dimensional level, these authors categorize all segments of the 
customer service in four large groups [8]:
x Basic aspects of the customer service - these are those services that are nowadays very common, such as parking 
for customers, possibility for customers to take their basket from the store to the car, toilet, restaurant etc. These 
are services that do not indicate any additional value to the customer, but also costs that are related to their 
production are not big and are calculated in advance in the construction and equipping of commercial shopping 
centers. 
x Inevitable customer service activities - represent tasks of receiving, sorting and handling goods in the store. 
These tasks require a lot of work, and at the same time they cause additional costs for the company, while the 
value of these activities in the eyes of consumers minimizes. This means that company cannot avoid these group 
of working activities, but it can modernize them (e.g. high bay warehouse), which will reduce the costs of 
servicing customers. Customers pay these service costs through the purchasing price of goods.
x The supporting customer service - represents works and activities in implementing services that require high 
costs, but in the eyes of customers the value of these works is highly ranked. This applies to the activities of 
sorting orders, free home delivery, storage of products in special boxes until the customer returns, care for 
children while parents are buying, sending wedding and birthday cards to their customers, etc. Practically, these 
aspects of the customer service have a direct impact on sales.
x Additional service for customers - primarily, it means the computerization of systems in stores, which, nowadays 
is not a big expense, but it represents a significant value for customers. This enables, for example, phone and 
computer orders, electronic payments and keeping various records that are in the domain of logistics or other 
information systems in the enterprise.
All theorists of the trade-marketing orientation agree that the customer service is one of the most critical factors 
in attracting new and retaining old customers, and improving the competitive position of the company on the market 
as well [9]. However, they do not agree that the main field of activity of the customer service is in charge of the 
logistics activities of the company. The most important influence on the policy of the customer service have major 
logistics functions: transport, inventory keeping, warehousing and the logistics information system.
3. Logistics through the prism of marketing conception of the customer service
Different views on the formal and essential aspect of analysing one and the same term requires a systematic 
presentation of relevant scientific standpoints. Marketing theorists consider the customer service as one of the key 
aspects of company's offer. For example, R. Brookes talks about the fifth "P" in the marketing mix of the company 
referring to the customer service [10]. Precisely, this marketing analyst makes a terminological difference and points 
out that this strong marketing weapon refers to the field of costumer/consumer servicing, which means the provision 
of additional services to consumers in the production or in the classical utility form. 
Based on what is stated, we can conclude that effective servicing of customers is characteristic for those 
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companies that, on one hand, use various aspects of pricing strategy in order to attract customers, and, on the other 
hand, they differentiate their offers through the provision of services that bring added value to their customers in the 
purchase.
One of the leading theorists of the modern time, Philip Kotler, puts customer service activities in the value chain 
concept and cites Michael Porter who identifies the value chain as an effective tool for creating and improving the 
customer value [12]. Each company must be able to make the collection of all activities that have a supportive role 
in the development of products, respectively, on its delivery to consumers as the key activity, because without it the 
purchase process cannot be completed. In other words, strategically relevant activities that create value and costs for 
each specific business activity of the company can be identified within the value chain.
Practically, in this brief review we can see that there is a clear analogy with the creation of the logistics value 
and, generally, the creation of value in the supply chain (supply chain process). The same author rightly defines the 
consumer service as a set of supporting, cross functional activities of the company in order to fulfil consumer 
demands. The increased importance of tasks and activities that are under the competence of the customer service 
results from the fact that this group of business tasks can be assigned as the core of basic business activities of a 
company [13]. 
The process of introducing a new product is a set of complex activities which include research, development and 
the distribution of a new or partially modified product. In this process, logistics management of inventory must 
provide sufficient quantities of all the necessary inputs for the production/creation of a new product, from its 
preparatory stage until the stage when it is ready for the normal production and distribution. In the developing and 
implementation (production) system of a new product, the ordering process, and more broadly, the logistics 
information system has a connective-information role that enables the ordering and represents a signal to deliver 
new products to customers. 
Finally, all logistics activities, which support the process of introducing a new product and without which the 
process is unthinkable, integrate their functions and duties in the customer service policy which is conceived for the 
new product. The process of the customer service involves all those activities that facilitate customers to get to the 
required-new product, or which allows consumers to purchase. Companies can rarely conclude the satisfaction 
process of their customers. Therefore, the customer service is classified/put in the value chain activities of the 
delivery. The more efficient the customer service is, the more opportunities the company will have to achieve 
competitive advantage in the market, with increased sales, market share and profit.
4. Components of the customer service – relevance for the engineering management
Successful implementation of the marketing concept should attract customer, on one hand, and their permanent 
retention, on the other hand. In long term, it ensures business stability and a decent amount of profit, in other words, 
the fulfilment of goals set by the ratio of return on total capital. Nowadays, a rough division of tasks and roles of 
certain group of marketing instruments could be presented as follows [14, 7]:
x as first, various forms of promotional mix should attract customers, then product and price, afterwards, while
x the customer service with all service support activities in the field of marketing and logistics is responsible for 
keeping/retaining customers; among with the successful application of the concept of a competitive level of the 
customer service, the demand curve for products can be shifted to the right; also, the customer service has an 
important role in the transfer of customer from the group "I rarely go to a retail store" into the group "I constantly 
go to a specific retail store".
Therefore, it is necessary for engineering managers to get familiar with the most important elements of the 
customer service, and with main groups of the customer service. Components of the customer service are specific 
activities in the implementation of the product of the physical distribution. The field of their activity is observed 
differently from the aspect of each job, but there is a strong complementarity in performing these tasks from the 
point of marketing logistics in general. The task of each activity, as a component of the customer service, is to 
contribute to the realization of the full service delivery with synergetic effect through the efficient performance of 
certain activities. 
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As it was the with the customer service, there is no unison in the specification of the service components either. 
Thus, for example, one questioning of an enterprise showed that around ten instruments of the service supply are 
considered as most important, as shown in the following table.
Table 1: The most common components of the consumer service [15]
Element of the customer service Components of the customer service (frequency)
Delivery time 
Quality of the delivery 
After-sales service 
Inform customers about the delivery 
Product price
Competence in doing work 
Delivery accuracy
Correct specification 
Accessibility for receiving goods 













Lalonde and Zinszer gave an important contribution by identifying and classifying elements of the customer 
service in three groups - pre-transaction, transaction and post-transaction ones. The first group of components of the 
customer service is not directly related to logistics activities, but this connection can be found because of their direct 
relation with the policy of selling products. Transaction elements are related to the central activity in the 
implementation process of the customer service. Post-transaction jobs are, as their name suggests, focused on 
meeting the needs of the service after the sale of goods. This division of components of the delivery service 
represents a basis for substantive distinction between the two terms: Customer service and service delivery. This 
division of components of the delivery service represents a basis for substantive distinction between the two terms: 
customer service and service delivery. In the direct logistical competencies are only the basic components of the 
service delivery - transaction elements, as well as other groups of components. Pre-transaction and post-transaction 
elements of the service are mainly in charge by other functions of the company (primarily Marketing) therefore, the 
logistics function has no direct responsibility for performing these tasks (but it does not mean the lack of 
cooperation of others with direct logistical elements).
Contemporary trends of the cross-functional cooperation and organization of activities and tasks within 
companies indicate that most of the vital components of the customer service are positioned under a single 
management and logistical competence [16]. This means that the field of logistics management has the most 
important role in defining the policies and strategies of the customer service, thus it reduces the importance of strict 
distinctions between customer service consumers and service delivery. Therefore, these terms are in most literatures 
seen as synonyms, because the strategic management of the customer service is identified as a direct logistical 
competence. In this regard, our assessment is that the understanding of the strategy of the customer service should 
be based on the integration of all other un-logistics elements of the service in the logistic management as a whole. 
This will improve the efficiency and the effectiveness of the service policy as an important tool for differentiating 
the total supply of a company from others.
One of the most important elements of the customer service refers to the availability of a product at any time and 
in any place, depending on where and when a need is expressed for it. The capability of the logistics system of the 
company is measured by the performance of the customer service, known as the product (stock) availability [17]. 
While designing the customer service policy, a special attention should be paid to the availability of the product in 
each warehouse, distribution centre and retail store. Will the guaranteed availability of a concrete good (at any time 
and in any place where it is sold) be successful, mostly depends on the percentage probability of the availability of 
products, which guarantees that there will be no discharge stock.
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5. Conclusions
Logistics is an activity that deals with overcoming space and time at the lowest possible cost. In modern times, it 
is mostly used to describe the business function and the scientific discipline that deals with the coordination of all 
movement of materials, products and goods in the physical, informational and organizational terms. 
The logistics concept of is not as wide as the concept of supply chain management, since it integrates supply and 
demand management both within and between companies, and often from different countries. The elaboration of 
specific elements of the logistics can help managers from the field of engineering management to identify an 
acceptable strategy of logistics engagement with ease and create value in their supply chains more efficiently.
The logistics management is in direct correlation with the customer service or the service quality. Furthermore, 
company sales depend on the quality of the customer service [18]. The customer service policy can minimize the 
probability that there will be missed sales, which, nowadays represents the worst marketing propaganda for a 
company. Old marketing rule says that satisfied customers are the real capital of the company, and they represent the 
capital with the highest increase rate. The role of the customer service increases even more when it is obvious that 
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